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Factors Related to Decision to Purchase Fresh Vegetables

at Shops in Marketing Organization for Farmers
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Abstract

This research was to investigate: 1. the basic demographic factors and consumer’s opinion,
2. perception and search of information of consumers who decide to buy fresh vegetables in the field of marketing
mix and 3. factors related to marketing mix towards decision to purchase fresh vegetables of consumers.
This survey research employed the interview schedule as an instrument. Samples were 171 consumers at shops in
M.O.F.; namely, The Arts and Crafts Project, The Royal Project and Vegetable Market in M.O.F. Statistic to analyze
data included frequency, percentage, arithmetic mean, minimum, maximum and Chi-square test. Research findings
revealed 1. most consumers who purchased fresh vegetables at shops in M.O.F. were female (60.8%), married
(62.6%), had 3-4 household members (50.9%), aged between 55-77 years old (36.3%), attained bachelor’s degree
and above (83.6%), had own business (33.3%), earned salary 45,001-100,000 Baht (36.8%), took 16-30 minutes
(46.2%) to M.O.F. and perceived information about fresh vegetables (69.0%). There was a high level of opinion
about fresh vegetables (50.8%) and had moderate level of opinion about health (81.8%). 2. Perception of the
marketing mix were being perceived all components but only search for information of place. 3. The result from the
hypothesis testing at 0.05 statistical significance level between factors related to marketing mix towards decision to
purchase fresh vegetables found that the monthly income had relationship with purchasing decision in all aspects

followed by number of family members and information perception of fresh vegetables.

Keywords: decision of purchasing, fresh vegetables, marketing organization for farmers, marketing mix, consumer
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Table 1 Basic demographic factors and consumers’ opinion (n=171).

Basic demographic factors Frequency Percentage

Gender

Male 67 39.2

Female 104 60.8
Marital status

Single 64 37.4

Married 107 62.6
Household members (persons)

1-2 45 26.3

3-4 87 50.9

5-10 39 22.8

Mean = 3.66, Min = 1, Max = 10, S.D. = 1.89
Age (years)

20-42 57 33.3
43-54 52 30.4
55-77 62 36.3

Mean = 46.96, Min = 20, Max =77, S.D. =1.34

Educational level

Lower than bachelor’s degree 28 16.4

Bachelor's degree and above 143 83.6
Occupation

Government / state enterprises 32 18.7

Private company employee 27 15.8

Own business 57 33.3

Maid / housewives 55 32.2
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Table 1 (continued).

Basic demographic factors Frequency Percentage
Income (Baht)
5,000-20,000 56 32.7
20,001-45,000 52 30.5
45,001-100,000 63 36.8

Mean = 41,140, Min = 5,000, Max = 100,000, S.D. = 2.77

Travelling to market (minute)

5-15 46 26.9
16-30 79 46.2
31-120 46 26.9

Mean = 35.03, Min = 5, Max = 120, S.D. = 2.54

Information perception on fresh vegetables in the market

Perception 118 69.0

Not perception 53 31.0
Opinion about fresh vegetables

Low 29 17.0

Moderate 55 32.2

High 87 50.8
Opinion about health

Low 8 4.7

Moderate 140 81.8

High 23 13.5
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Table 2 Perception and search of information of consumers who decide to buy fresh vegetables in the field of

marketing mix (n=171).

Decision to purchase

Searching for information before

Marketing mix Perception before purchasing purchasing
X —
(X) (X)
0.614 0.386
Price
(Being perceived) (No searching for information)
0.894 0.631
Place
(Being perceived) (Searching for information)
. 0.555 0.403
Promotion
(Being perceived) (No searching for information)
0.894 0.497
Product (Being perceived) (No searching for information)
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Table 3 Factors related to marketing mix towards decision to purchase fresh vegetables of consumers (n=171).

Basic demographic factors and

, o Price Place Promotion Product
consumer’s opinion

Gender 0.491 3.407 0.241 1.301
Marital status 5.095* 2.250 0.143 2.250
Household members 6.387* 12.761** 7.708% 4.904
Age 2977 1.855 6.435* 4.382
Educational level 1.805 0.018 0.102 0.013
Occupation 2.204 2.980 6.874 13.520**
Income 7.468* 12.182* 18.339** 14.459**
Travelling to market 1.392 3.385 1.943 9.972**
Information perception on fresh

vegetables in the market 84597 50047 0366 94927
Opinion about fresh vegetables 1.137 6.159* 2.648 2.001
Opinion about health 3.095 5.425 9.024* 3.888

* 1 <0.01,* p<0.05.



718 ANIANTINHATNIZADNLNAN

dgUnanisdnn

ﬁ@fﬁ”ﬂ‘ﬁuﬁmmummLmvmmﬁmﬁummﬁuﬁm WU ﬁu‘%‘iﬂMquim_'lﬁm%@ﬁnmﬁmmmLﬂumﬁmﬁ\ﬂ
angAendrenn egludae 5577 1 Andufenar 36.3 ansauda Haseunia dnaldge Huwalduiumsinemganm
evnniluapuAaiuReaiuinanuas A NARUugINWlLszALULUNANS

mﬁmummmwwmmmmmmmau%m@m@mmmuﬁm Tudnuzedauszannismain wud nadn-
aulatadumeninesufuslifinedumndeys daudusouianisiufuazfundens mefaduladudadiunis
1efniedufus idumdaya uaznsipdulasmunanimeiinisiufus iinnsfundeys uwansdinguslnaiinsiug
TunnduzesdaszaunisaaauaiinisAudeyaduan Ui iese s

ﬂfv«ﬁﬂﬁﬁmwzﬁ"wﬁuﬁﬁuzﬁ'auﬂamummmmﬁiﬂﬂqiﬁmauh%@ﬁnmmmﬁu?‘llm WU ADUNNEAN
duusiudaudszannisnaninniunn uuarinluasauAiiA A TUE I UdanszannIIaIAAIUIIAY
a1l wazduddunse angiAMNANTuiiUdaulszann1sma AR UAETNN I IENBENRED BNTNEAN
Auiusiudoutlszannisnaiasunanineiiesetunen e ldfeneutanudniusivdiulszannisnaialugn
AU FEHLNANAUNNHIBAANANNANA LTI AU szaNnInaIauNAR uailNevatinaBen nsfuideyatnnans
vesnanfiauduiugivdalssauniemanaduma  aouil uaznAnduel  ArwAadiuieeudnandiannu
Fuugiudaudszanniemanadiuanuiifiesesnien WAZANNARLTLA N WATNWHANANRUE T Udautlszannig
parnfudsiinmafinetiaien  apllidn  meldeideufiaudiniusiiniige  Iefaadusiusiodou
‘ﬂimumimmmﬁi@miﬁmauslfﬂ%@ﬁﬂmlunnﬁm ;ﬁu’?ﬁﬂmzﬁqﬂuagmﬂié’mﬁﬂ@ﬁ 41,140.35 UM ﬁqqﬁwumﬂﬁqmﬁ@
45,001-100,000 U Gafludasidiee|dgeiign snannaddflselduansieiu desdinnsindulalufugoulssan
NTAAIALANFNY

mnmaﬁm:mﬂ%ﬂﬁéﬁ”mLﬁudﬂmaﬁwm'ﬁuﬁﬁﬁnam“lmxﬁu high-end market tiesannguilnedidnsmeldg
uazfuslnadesmsdayaiadumen anuil nsduddunmng uazndninel ludumandunnideyadszney
meluFnndfismie wu fNANGANIA g tnad lafen i dsunasesdn 8 luduaniudl annis
AaunALRL R ;Eu?ilﬂmiﬁmm@u%oﬁ”ﬁummmmmm@mmuﬁ'f?ﬁmﬁ*ﬂmmwmmm@ﬁ'ﬂmﬁﬁL@u@ AOULAR DT
A maesinidudsdfuasdudeiidiilneifenuidetie naia o.0.0. fenasdiniemmanmuninadiiisue uazugng
nemsaapumnlsiuiTnaneuiie lmAnanugula daunisdaginniene fuilnadesmeteyainnasduinands
pastmumslszndiniug wu duled dudy sudiuindiineldiusnunsolddesidnnseiindiaiianldane
1;”\1ﬁqfqﬂﬂmﬁ,m:m%umraﬂﬁmiﬁmmﬂ wazpas idayaluneu FasAn a0l MeduEINNTINY LATKARAT
e ldisznenlunissndula

2 a
LAN@ITANAY
NINaUNNE NIENINANTITNED. 2553. N1 TUAAIAGALITE. NTIMNY: ANINETIALIABIMTUATUN NIENINATFITOUGT.
rnuud engdntng uasiita dmunelu. 2552. Menruaniunisalganandsemalng. ngamwe: dinulaunsuasemsaians
NILNIWAETOUGY.
¢ e o oo e oo o L
qudnenl S39RanAszna. 2547, weAnssnLilnauazdiulszannanisnainiiinasenissindulatsinantundaunluaanaln,
M UNULLATEFANARTUNTIUNR A121LATHTANARTRING, NUIANUNALLNHATAIARS.
APINT NAUTNALNT. 2552. NANNIIAAIA (AL ). nFUnn: T39RNHUAINaeNInluuInende.

a
a

gaung annana. 2553. mﬁmi’;m?i”@y@m”@@ﬂ’mmmﬁm@1@1ummwm’)mﬁu@gﬂ@f?ﬁwmmwﬁvmﬂwﬂuumm’qwﬁd.
NAUNN: FruLioudin.

g3ung Hannana. 2556. sl B3 edemumanSunatan 19, ngamne: fad v €.

gana TNV, 2557. muz/mﬁmm'wwNzﬁmz/mmmmmmmiﬂgum NN ARNAINTAINININEN4Y.

a9FMIIRAAIEINEAINI. 2553, 21EN1LlzaE] 2653, NIAUNN: mmmammmm@mwim

2AAE AINNANA UATAREN ANGTIANA. 2545. NAYNINITAAIA. avlpdai 2. NFUNN: IANWIMNAINE QB 8TINANART.

Kotler, P. 2003. Marketing management. Eleventh ed. N.P. United States: Prentice Hall.

FUFULNAIN (Received date) : 1 W.A. 61
Fuurlaunanu (Revised date) : 23 n.A. 61

TURBLTULNAIIN (Accepted date) 1 5 4.A. 61



